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 Presidential candidates recognized the value of targeting Latinos in their election 
campaigns starting in the 1980s. Because Latinos were the largest minority group in the 
United States as of the 2008 elections, presidential hopefuls turned to using Spanish 
media and the Spanish language to connect to the Latino population in hopes of 
influencing Latino voting behaviors. In the 21st century, the Democratic and Republican 
parties increased spending exponentially toward Spanish language advertisements on 
Spanish media networks such as Telemundo and Univisión. A content analysis of seven 
presidential television commercials, chosen by their popularity and their high volume of 
online discussion provided insight into how presidential candidates used Spanish 
language and Latino issues to target the Latino vote. While the use of Spanish language 
the main tactic employed to target the Latino vote, this research shows it is of secondary 
importance to the issues presented in the commercials, such as education and the 
economy. Thus the combination of the use of Spanish and focusing on issues important to 
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 Latinos are now the largest minority in the United States, constituting 15 percent 
of the entire population (Subervi-Vélez, 2008, p. 2). The Latino growth rate was at 24.3 
percent in 2006, which was more than three times the growth rate of 6.1 percent for the 
total population (Owens, 2006 p. 11). Because of the importance of this population, 
presidential candidates in 21st century have specifically targeted the Latino vote because 
with a variety of tactics including the use of the Spanish language, placing advertisements 
on Spanish media and using Latino spokespeople and Latino cultural images. These 
tactics are transitioning to mainstream advertising as well and have been met with 
controversy. In the United States, the use of languages other than English is sometimes 
met with hostility. Little research has been done on the use of Spanish language in 
presidential campaigns and its effect on Latino voting behavior.  
Approximately 46 million Latinos reside in the United States. They represented 
nine percent of the overall vote in the 2008 presidential election when the Latino vote 
was referred to as the swing vote (Taylor & Fry, 2006, p. 3). Presidential candidates 
started courting the Latino vote as early as the 1960s but it was not until the 1980s that 
presidential hopefuls increased their efforts to specifically target the Latino vote. This 
demographic could not be ignored by candidates seeking the presidency any longer. It is 
no surprise due to the increases in both Latino population and voter turn out that 
presidential candidates focused on the Latino vote in the 21st century.  They used a 
variety of media and tactics. Political advertisements and commercials using the Spanish 
language and Latino images increased significantly in the 2008 election. However, the 
extent of the success of Spanish language in presidential campaigns to influence the 
 
 
Latino vote remains unanswered. While no direct correlation was found between Spanish 
language use in presidential commercials and Latino voting behavior, this research looks 
at commercials that target the Latino vote in regards to the use of Spanish language both 
as a communication method and as an advertising tactic. This research found Latino 
reactions to Spanish language use were positive in most cases and the effort presidential 
candidates took to speak Spanish was largely appreciated; however, this research also 
found the reaction among English monolinguals to the use of Spanish by presidential 
candidates was often hostile. This research found the online Latino community focused 
more on issues presented in presidential candidates’ commercials with Spanish language 
use of secondary importance. The issues of most importance to the Latino community 
shifted depending on the election but almost always education and health care were of 
primary concern. It should be noted that the online Latino community in this study only 
represents a small percentage of the actual Latino community, but the study of this 
community revealed insights that seemed to reflect the community as a whole when 
compared community opinion outside the online realm.   
Latino Voters 
The terms Latino and Hispanic are used interchangeably throughout literature, 
advertising and political discourse. This research use the terms interchangeably as well. 
In the 1970s, the federal government applied the term Hispanic broadly in the census. 
Since that time the terms Hispanic and Latino have been used over terms for individual 
Latin American nationalities (Dávila, 2001, p. 2). The term Latino conjures a slightly 
more political connotation while the term Hispanic is traditionally used in more of a 
 
 
business and marketing setting. The term Latino is also used more often among young 
people.  
Latinos and Hispanics are people from Latin American or Spanish descent and not 
all of them speak Spanish. With 22 countries in Latin America, the term Latino is a broad 
term. Fifty four percent of people from Latin America prefer to call themselves by their 
nationality such as Cuban, Puerto Rican or Mexican (Ramos, 2004, p. 140). And one out 
of every four refer to themselves as Latino or Hispanic. However, in political discourse in 
the United States, the term Latino is used to encompass all people of Latin American and 
Spanish origin. The use of these terms can be attributed to the fact that Americans tend to 
use only about eight racial categories while other countries have a greater break down of 
race. Each nationality has a slightly different take on politics and has different voting 
patterns. For example, the Cubans in Florida tend to vote Republican.  
 About half the Latino voting population is foreign born and have family residing 
in Latin America (Segal, 2003, p. 23). In the 2008 election, Presidential candidate Barack 
Obama and other politicians used Univisión and Telemundo to transmit Spanish language 
commercials to Latin America reaching the families of Latino voters in America in hopes 
they would have some influence on voting behavior (Ramos, 2004, p. 137). There is no 
direct evidence this tactic was successful, but online discussion of the commercials 
generated a response from Latinos around the world as a result of seeing the commercials 
on Univisión and Telemundo.  
Despite the image of uniformity of the Latino population, not all Latino voters 
show similar opinions or behaviors. Cubans tend to back Republicans while Puerto 
Ricans tend to back Democratic candidates, but overall Latinos tend to vote for the 
 
 
candidate and not by party (Sepulveda, 2010). Latinos are less loyal to party than to 
issues, although issues such as abortion, divorce, homosexuality and gay marriage have 
traditionally caused Latinos to gravitate toward the Republican Party (Dávila, 2008, p. 
67). Presidential candidates’ are guilty of using the term Latino rather than 
individualizing their campaigns, but some realize the merit of individualization based on 
nationality and implement this tactic in their campaigns.  
While Latino demographics tend to vary based on country of origin, Latino voting 
behavior follows a more generational trend. Second and third generation Latinos, those 
whose parents or grandparents were born in the United States, are more likely to vote in a 
presidential election than first generation or immigrants are. Second and third 
generational Latinos are also more likely to be bilingual. This may have some effect on 
why they are more likely to vote than the older generations. It is estimated more than a 
third of the 43 million Latino population was under the age of 18 in 2008 (Taylor & Fry, 
2007, p. 20) and thus could not vote in the 2008 election. Second and third generation 
Latinos prefer English language news sources to Spanish news sources (Ramos, 2004, p. 
115). The average voting age of Latinos is 35 years old. This contrasts significantly with 
the average age of white voters, 54 years old (Segal, 2003, p. 10).  
Presidential candidates seem to believe that the only way to target the diverse 
Latino vote on a national level is through the Spanish language. The use of the Spanish 
language is the most common denominator among all peoples of Latin American origins.  
The Importance of Language 
 This research focuses on the use of Spanish language both linguistically and as an 
advertising tactic in presidential campaigns. Cross-linguistic differences are important to 
 
 
consider because some meanings get lost in translation and because each language has a 
variety of unique characteristics. Thus the language used in political communication has 
the value of not only being understood by Spanish language speakers but also serving as 
a transmitter of culture and a unique worldview. “In the linguistic view of language, it is 
not so much that language has power to shape the world, but rather that language has the 
power to shape our perception of the world” (Hinton, 1994, p. 61). Language is an 
important factor in political discourse; It has the ability to target Latinos through their 
perception of the world. Edward Sapir, a noted anthropologist and linguist, points out that 
language, culture and identity are intertwined. 
 Human beings do not live in the objective world alone, nor alone in the 
world of social activity as ordinarily understood, but are very much at the mercy 
of the particular language which has become the medium of expression for their 
society. It is quite an illusion to imagine that one adjusts to reality essentially 
without the use of language and that language is merely an incidental means of 
solving specific problems of communication or reflection, the fact of the matter is 
that the "real world" is to a large extent unconsciously built up on the language 
habits of the group. No two languages are ever sufficiently similar to be 
considered as representing the same social reality. The worlds in which different 
societies live are distinct worlds, not merely the same world with different labels 




If language, culture and identity are so closely related, then the use of Spanish 
language in targeting Latinos is essential in connecting them to the presidential candidate 
and influencing their vote.  
Historically, the Spanish language was spoken in the United States long before 
English. As Ramos (2005, p.75) points out, “no somos los nuevos americanos. Somos sus 
vecinos como siempre” (We are not the new Americans. We are your neighbors as we 
always have been). In 2000, there were 20 million Spanish speakers present in the United 
States (Ramos, 2005, p. 113). But Latinos such as Dr. Emma Sepulveda, a professor of 
Spanish at the University of Nevada Reno, and Jorge Ramos, a news anchor for 
Univisión, think that the Latino culture is slowly starting to take over American culture. 
“What is the harm of presidential candidates having to learn some Spanish?” Dr. 
Sepulveda asked. “We shared our tortillas and salsa with them, the least they can do is 
give us a shout out en español” (Sepulveda, 2010). Dr. Sepulveda went on to say that 
because the sharing of the Latino culture within the United States, it will not be long 
before Latinos start having a bigger role in politics.  
 Language use in political commercials is a vehicle for cultural transmission as 
well as one way to connect to the diverse Latino community. The Spanish language is 
one common denominator shared by Latinos. To reach as broad an audience as possible, 
it is logical for presidential candidates to use the Spanish language in commercials that 
target the Latino vote and to place these commercials on Spanish media like Univisión 
and Telemundo. Presidential candidates use various methods in creating commercials. 
These include candidates speaking Spanish, Spanish-speaking narrators, focusing on 
issues that Latinos care about such as immigration, religion, patriotism, and promoting 
 
 
the character of the candidates. However, Ramos (2005, p. 163) argues that Latinos care 
about the same issues as the rest of America. “We want better schools for our kids, better 
jobs and to live in peace, just like everyone else in America” (Ramos, 2005, p. 163).   
 Language preference among Latinos has been taken into consideration by some 
presidential candidates’ campaigns, but not by all. Some presidential candidates seem to 
have used Spanish language commercials without doing research into their effectiveness 
on reaching the Latino vote. The majority of bilingual and English monolingual Latinos 
prefer to get their news and political information in English (Suberi-Vélez, 2008, p. 42). 
They spend more time watching English media rather than Spanish media, so they are 
more likely to see presidential candidate’s commercials in English than in Spanish. Some 
media specialists claim because Spanish is often spoken in the homes of Latino voters, 
Spanish language commercials are crucial to targeting the Latino vote. On the other hand, 
the 2000 George W. Bush campaign believed Latino voters watched more English 
language media and Latinos needed to be targeted through bilingual commercials 
(Doherty & Anderson, 2003, p. 5).  
 While there is no direct correlation between Spanish language use and Latino 
voting behavior, Latino voters appreciate the efforts made by candidates to speak in 
Spanish based off the Latino’s online reaction to Barack Obama’s commercial 
(discussion on Barack Obama’s use of Spanish will follow). George W. Bush was 
grammatically incorrect and his pronunciation off at times, but Latinos overlooked these 
flaws and appreciated the gesture. “Even speech errors seemed to work in George W. 
Bush’s favor, as they tended to promote the image of a down to earth man of the people” 
(Trester, 2005). However, Latinos did not respond as well when Hillary Clinton mangled 
 
 
the phrase “si se puede” at the United Farm workers endorsement in California. 
According to abcNews’ blog, Hillary Clinton’s pronunciation mistake generated more 
than 50 comments, most along the lines of Wrong Adjective Guy’s comment “Since 
Clinton cannot recall and sing the proper verses to the American National Anthem, and 
can’t speak Spanish right, how the hell can we trust her to be competent enough to rule as 
our next prez?” (abcNewsBlog, 2008, p. 1). Ramos (2005, p. 240) argued that Hillary 
Clinton’s mispronunciation was not just her problem because with globalization and 
mixing of languages (Spanglish) even some Hispanics speak very poor Spanish. A 
common comment made by non-Latino users online was that the use of Spanglish was all 
right but not the full use of Spanish.  
Barack Obama was praised for his correct grammar and good pronunciation in his 
commercial “El sueño Americano” not only by mainstream American media but also by 
the Latino community online.  
Lionel Sosa, the creator of John McCain’s Spanish language commercials, 
testified that John McCain spent many afternoons practicing his Spanish so when he 
recorded he could say his lines flawlessly (Kaste, 2008, p.1). John McCain did not speak 
in Spanish the entire duration of his commercials. He would just throw in a few well 
practiced phrases from time to time. None of those commercials were a part of this study 
because they did not receive a high response online.  
 Some media analysts believe Spanish language commercials are a waste of time. 
No one is going to vote for a candidate just because they speak a few words of Spanish 
(Ramos, 2005, p. 54). Kaste (2008) argues some people believe that since it is necessary 
to pass an English language proficiency test to become a citizen and to vote, Spanish 
 
 
language commercials are unnecessary. Luis Vasquez-Ajmac, the Guatemalan president 
of Maya Advertising, an advertising firm known for its multicultural approach, states 
while Spanish language commercials cannot hurt a presidential campaign, the use of 
Spanish is unnecessary as “ultimately all voters vote in English.” (Vasquez-Ajmac, 
2010). Many second and third generation Latinos are trying to assimilate into mainstream 
American culture and would rather have an advertisement that targets specific issues or 
caters to their cultural background but uses English. Thus Latinos ranks political issues in 
presidential campaigns as more important than Spanish language use. Latinos have also 
spoken out through the Web site Politico and in blogs that it is not the language used in 
the advertisements but the messages that the commercials convey that influence their 
voting behavior. 
Historic Background of Presidential Candidates’ Use of Spanish 
 The first reported airing of a Spanish language presidential commercial on 
national television was in the 1960s by Jackie Kennedy in support of her husband, John 
F. Kennedy (see Figure 1). After its airing, Spanish language was used sparingly by 
presidential candidates until Ronald Reagan brought about a resurgence of Spanish 
language use to target the Latino vote in the 1980s. Reagan said it would be easy to 
convert Latinos to the Republican party because their ideals were similar. His strategy of 
comparing Republican values to Latino values was widely used by the Republican party 
in subsequent campaigns (Dávila, 2008, p. 59). Reagan was once quoted saying “you 
may be able to reach them (Latinos) in English but you have to convince them in 
Spanish” (Suberi-Vélez, 2008, p. 279). Ronald Reagan spent $2.162 million on television 
 
 
commercials and 25 percent of the money went toward Spanish language commercials 
(Suberi-Vélez, 2008, p. 279).  
In 1996, Bill Clinton spent $909,000 on Spanish language advertising. Al Gore 
spent $51,000 (Ramos, 2005, p. 59). It was more of a polite gesture on these candidates’ 
part than an effort to seek the Latino vote. The 1996 campaign launched the start of 
bilingual commercials and advertisements by both parties (Dávila, 2001, p. 73).  
Little effort and money was spent on targeting Latinos until the 21st century 
(Segal, 2003, p. 1). In fact, until the 21st century, most Spanish language commercials 
were simply dubbed commercials already made in English or English commercials to 
which Spanish subtitles were added, with the noted exception of Jackie Kennedy and 
Ronald Reagan. The 21st century saw a major influx of campaign money being used on 
Spanish language commercials by both the Republican and the Democratic parties. The 
21st century kicked off the trend of incorporating Spanish language commercials into 
mainstream media as well. Latinos are the hottest new market and those who do not 
target them will regret it (Dávila, 2001, p. i). 
“Anyone who ignores us, does so at their own peril. There’s no lock on the Latino 
vote,” Xavier Beccerra, the past chairman of the Congressional Hispanic Caucus in 
California, said (Chen, 1999).   
Methods 
Seven commercials were chosen for analysis based on the number of unique 
views on Youtube and the amount of comments and discussion they generated online. 
Youtube was used as the primary source for these commercials as it is the largest online 
source for videos and 39 percent of online Latinos reported watching a video on Youtube 
 
 
in the last week (Conexión Consorte, 2008).  In addition, the commercials were selected 
to represent a historical timeline and both political parties. The selection of these 
commercials was done to compare and contrast the use of Spanish language from the past 
to the present. They were also selected to show the differences between Republican and 
Democratic strategies used in Spanish language presidential campaigns. They were 
chosen to show the diverse way issues and presidential character were shown. Four 
commercials were selected from the 2008 presidential. The 2008 presidential campaign 
used the most Spanish language media to target Latinos to date. An emphasis is placed on 
the 2008 campaign because it generated more online discussion and interactivity than 
prior campaigns (Pew Research Center’s Project for Excellence in Journalism, 2009, p. 
20). The commercial produced by the Latino community in Nevada in favor of Hillary 
Clinton was selected because she won the Latino vote in the primaries over Barack 
Obama. It demonstrates the use of a Latino spokesman and a concentration on issues of 
importance to Latinos. One commercial from Barack Obama and one commercial from 
John McCain were selected as well. To add historical context, a 2004 campaign 
commercial for George W. Bush, a 2000 campaign commercial for Al Gore and a 1960s 
campaign commercial for John F. Kennedy were selected to compare and contrast how 
Spanish language commercials have changed over time. Thus the seven commercials 
represent a broad historical context as well as cross political party lines.  
The online response generated was a deciding factor in deciding which Spanish 
language commercials would be used for this research. The John McCain commercial 
“God’s Children” generated about 533 comments and the Barack Obama “El Sueño 
Americano” commercial generated about 944 comments. Because of the conversations 
 
 
that resulted from these commercials within the online Latino community, the online 
Latino culture could be best represented through these comments and comments in blogs 
regarding these commericals.  The online Latino community is not representative of the 
entire Latino community. However, the online Latino community’s discussion on the 
commercials lends significant insight into the use of Spanish language. 
This researched used virtual ethnographic techniques (discussed in the next 
section). A content analysis of the seven presidential advertisements and of the tactics 
used was made. This research looked at the generated discussion by the online Latino 
community as well. Looking at these commercials’ issues, use of language and the 
candidates’ portrayal of their personal character, this research aims to find out which was 
of these three elements were most important to the online Latino community.  
Language is the vehicle of cultural transmission, and mass media serves as a 
conduit for this transmissions. Communication is not just face to face contact. 
Communication through the Internet is increasing more and more each day, thus 
rendering research and virtual ethnographies current and necessary (Rothenbuhler & 
Coman, 2005, p. 43). In researching the online Latino user community surrounding these 
commercials, it was discovered the majority of the discussions were between male users 
ages of 21 to 45. However, people of every demographic contributed to the discussion. 
Some of the users showed they were bilingual by answering comments that were in 
English and in Spanish. These findings are useful in assessing the strengths and 
weaknesses of the commercials and the tactics of the presidential candidates.  
User comments on John McCain’s “God’s children and on Barack Obama’s “El 
sueño Americano” were looked at in-depth. Each user’s profile was looked at to find out 
 
 
their country of origin and then their language use was analyzed. Comments used in this 
research were chosen based on their content and the amount of conservation they started. 
Comments that were rated highly by other users were used in this research as well. The 
comments left by the online Latino community reflected thoughts on language use, issues 
and personality. While language use was commented on most in relation to Barack 
Obama’s commercial “El sueño Americano,” Latinos had more in-depth and meaningful 
conversations on the issues in John McCain’s commercial. In fact, most online Latinos 
talked about how the issues were more important to them than the use of the Spanish 
language.  
 A poll done in the spring of 2008 found that 35 percent of adult Americans had 
watched a presidential candidate’s video online (Johnson, 2009, p. 1), making online 
video resources of presidential commercials a valuable tool for this research and for the 
political candidates. The Internet played an important role in the 2008 presidential 
campaign rendering an analysis of online responses to these campaigns essential.  
Virtual Ethnography 
 Virtual ethnography is a relatively new method in anthropology, which uses blogs 
and forums as a part of research into a culture or ethnicity. The popularity of online chats 
and forums as well as the interactivity aspects of blogs permit anthropologists to look into 
the way in which online activity shapes identity, creates a community and eventually 
forms a culture. Online identities can be created to interact instantly (Constable, 2003, p. 
15). The Latino community also has an online community. While this community is not 
representative of the Latino community as a whole, it is a community and the discussion 
generated lends insight into behaviors and thoughts of the larger community. By 
 
 
definition online ethnography describes the places that are not spaces. Disembodied 
persons, further, people these places (Rutter & Smith, 1999, p. 3). Although the use of the 
internet among Latinos as a whole is not as high as the rest of the United States 
population, the young second and third generation Latinos have the same media habits as 
white Americans of the similar ages and they are the ones most likely to vote. 
 The feedback generated from the video postings on Youtube can be seen as 
reflecting the views of a Latino segment that cares about the commercials. Before the 
advent of Youtube and online posting, an anthropologist, or anyone for that matter, would 
have to be sitting in the same room as a target member in to judge the viewers’ reaction 
to the commercial upon first seeing it. Once a commercial has been placed online, people 
can view the commercials and then comment about them and sometimes even participate 
in discussions generated by other users. As with any method, there are pros and cons to 
virtual ethnography. The major con is that the online community only represents a small 
portion of the Latino community. A major pro is that they do represent an engaged part of 
the community and as such their viewpoints reflect to some extent the greater Latino 
culture. Latinos have formed communities online. As seen in the unique viewers and user 
comments from the seven commercials presented in Figures 1-7, people have interacted 
both with the commercials and with the online community.  
Latinos are turning more and more to blogs and online forums for news about 
politicians (Kaste, 2008 p. 2). About 71% of Latinos online engage in social media on a 
daily basis (Conexión Consorte , 2008). The use of blogs and online media has grown 
considerably in the 21st century. The popularity of blogs as news sources has been 
attributed to the personalization and trust that a blogger establishes with his/her readers. 
 
 
A blogger must prove herself/himself to be a credible source of accurate information, but 
once this trust has been established, people tend to read a blog’s coverage of news more 
than the news articles themselves (Kotecki-Vest, 2010). Blogs and user comments are a 
means to discovering the thoughts and responses of users about Spanish language use and 
tactics. Given the increase in online media consumption and increase in popularity from 
the 2004 campaign to the 2008 campaign, online media could play a significant role in 
influencing the Latino vote in 2012.  
About half the Latino community goes online daily, this means around 20 million 
Latinos in the United States are using the Internet on a regular basis. And 78% of second 
generation Latinos go online daily  (Fox & Livingston, 2007). Because second generation 
Latinos are more likely to vote, it can be assumed that a fair amount of Latino voters are 
engaged with the online Latino community. 63% of the Latino population is under 35 and 
47% of online Latino users are under the age of 35 (Conexión Consorte). This high 
correlation makes the connection between the Latino online community and Latino 
voting trends. Since online consumption is high among Latino voters, it is important to 
research the online response to the presidential campaigns and look into the online Latino 
community.  
Television Commercials 
 Television is the “nuclear weapon” of politics (Rothenbuhler & Coman, 2005, p. 
211). Television has been the primary communication medium for presidential candidates 
since its advent. Television does make for the perfect weapon; almost everyone in the 
United States has a television. Only 1 percent of the Latino population reported not ever 
watching TV (see Table 1). Television is an integral element of society. Analyzing 
 
 
television commercials is one important way to understand a culture. Television 
commercials by presidential candidates are often shared narratives that through mutual 
understanding and connection to a target influence behavior (Rothenbuhler & Coman, 
2005, p. 101). Television commercials often have a hero who struggles against all odds 
and makes personal sacrifices, but in the end accomplishes a monumental task 
(Rothenbuhler & Coman, 2005, p. 217). Presidential candidates often follow this same 
pattern.  
 Television commercials were seen as a major source of political knowledge in the 
2008 campaigns. And television has been rated as the primary source for information on 
presidential candidates (Suberi-Vélez, 2008, p. 40.) Presidential candidates are aware of 
this trend and a majority of their campaign funds are spent on national television 
commercial spots (Rothenbuhler & Coman, 2005, p. 211). However, in the 2008 election, 
candidates focused more on local media buys and varied their commercials state by state. 
About 70 percent of a candidate’s campaign funds for advertising go toward 
television advertising. In the 2004 presidential electoral cycle, $20 million out of the $1.7 
billion spent overall by candidates on television advertising was spent on advertising 
through Latino television stations. During the primaries in 2008, all candidates had 
already spent $10 million on advertising on Latino television networks (Stilson, 2007). 
Barack Obama and John McCain collectively spent more than $400 million on television 
commercials during the 2008 campaigns. But only a small percentage of that money went 
toward Spanish television commercials.  
There are over 550 Latino programs on television and 175 Latino stations on 
cable. Many choices are now available to Latinos when it comes to TV programs in 
 
 
Spanish and presidential candidates use the potential these networks have to distribute 
their campaign messages (The Project for Excellence in Journalism, 2009). Univisión 
was the main broadcasting station to cover the presidential campaigns and dedicated 28 
percent of its airtime during the months before elections to helping inform the public of 
their voting options (The Project for Excellence in Journalism, 2009). This was more than 
three times the coverage English language stations gave to the elections. Univisión is now 
the 5th largest television network in the United States and holds considerable power 
(Marciel, 2000, p. 9).  
 The average Latino spends about 15 hours a week watching Spanish language 
media and about 10 hours watching English language media (Marciel, 2000, p. 9). A 
survey conducted by Marciel (2000) found bilingual commercials to have a 42 percent 
effectiveness rate in influencing behavior while either Spanish or English commercials 
had about a 35 percent chance. Marciel (2000) also found that bilinguals prefer to see and 
hear their commercials in English. 70 percent of males preferred their commercials in 
English as well while only 45 percent of females did (Marciel, 2000). 
The 2000 Election 
 Rodolfo de la Garza, a political science professor at Columbia and an expert in 
Latino political behavior, claims that creating Spanish language commercials in the 2000 
election was purely a symbolic gesture (Suberi-Vélez, 2008, p. 175). In 2000, 98.5 
percent of all television commercial targeting Latinos was done in English. However, 
George W. Bush and the Republican Party were serious about targeting the Latino vote. 
Bush was made more accessible to Spanish media outlets by his campaign managers and 
thus had more coverage on Spanish language news stations (Suberi-Vélez, 2008, p. 175). 
 
 
Presidential candidate George W. Bush captured 35 percent of the Latino vote in 
the 2000 election (Campos-Flores & Fineman, 2005). Jorge Ramos, a news anchor for 
Univisión commented in his book, The Latino wave: how Hispanics will elect the next 
president of the United States, that Bush had powerful strategies in the 2000 elections to 
court the Latino vote. “Bush’s television commercials were creative, emotional and he 
succeeded in connecting with Hispanic voters” (Ramos, 2005, p. 2). Table 2 shows the 
amount of spending on national commercials containing issues relevant to Latinos such 
as education, health care and abortion. The Bush campaign outspent the Gore campaign 
overall but there were certain issues the Democrats spent more money on, such as crime 
and health care. Both the Gore and Bush campaigns made specific commercials for these 
issues in regards to the Latino community.  
Table 3 shows how the Bush campaign outspent the Gore campaign on Spanish 
language commercials in every state with a significant Latino populations. Table 3 also 
shows the percentage of the vote won in each state by the campaigns. George W. Bush 
out spent Al Gore in almost every states and only won the majority of the vote slightly in 
Florida. The results show that increased spending on Spanish language commercials may 
not always mean a higher percentage of the Latino vote. There may be a point of 
diminishing returns reached for Spanish language media so that saturating the market 
with Spanish language commercials may not be as effective as selectively placing 
commercials in strategic states.  
Bush concentrated funds on Spanish language commercials in Miami because 
Florida’s population is 17 percent Latino and mostly of Cuban decent. Bush spent 
$785,000 but narrowly won the Latino vote from Florida 49% to Al Gore’s 48%. In the 
 
 
end, the Republican party spent $6 million on Spanish language commercials, and the 
Democratic Party spent $3.4 million (Suberi-Vélez, 2008, p. 289). Gore saturated New 
Mexico with Spanish language commercials, more so than the Bush campaign. Gore won 
the Latino vote in New Mexico by 366 votes. These results indicate that in certain states, 
increased spending on Spanish language advertisements increases Latino votes.  
The 2004 Election 
 In the 2004 presidential campaigns, commercials were still primarily English 
language based but were being aired on Spanish media outlets. Republicans spent over 
$25 million in addressing Latino issues in English language commercials (Suberi-Vélez, 
2008, p. 302). According to The Hispanic Voter Project, John Kerry’s campaign spent 
$960,000 on Spanish language commercials and the Bush campaign spent nearly $2.275 
million in Spanish language television commercials (Segal, 2004, p. 3). Table 4 contains 
data on how much money was spent by both parties in specific states on Spanish 
language commercials. Table 5 displays information on money spent on Spanish 
language commercials for both parties in 2004 primaries. The issues focused on in this 
election were of a religious nature. Abortion and gay marriage were central issues used in 
commercials (Suberi-Vélez, 2008, p. 301). The George W. Bush campaign focused on 
these issues and was successful in targeting the Latino vote. Bush also used the first and 
only commercial that had Spanish text but no narrator during this campaign, “El reto”.  
  President Bush attributed his reelection in 2004 to the Latino vote, as 40 percent 
of Latinos voted for him. President Bush knew enough Spanish to use it in his campaign 
comfortably, giving him an edge over Al Gore in 2000 and then again over John Kerry, 
neither of whom spoke Spanish (Martinez, 2008). Bush also conducted over 100 
 
 
interviews in Spanish for Spanish media outlets while Kerry only granted 25 interviews 
(Ramos, 2005, p. 10). The Bush campaign targeted Latinos and recognized that Latinos 
needed to be targeted in a specific manner. The Bush campaign paid to have their 
commercials aired on Telemundo and Univisión programming outside of the United 
States to indirectly influence Latino voters in America through their families (Ramos, 
2005, p. 50). Bush showed respect for the Spanish language. In most of the Spanish 
media interviews he participated in, he would say he could speak a little Spanish but he 
didn’t want to destroy such a beautiful language and that he was going to switch back to 
English because he did not mind destroying English (Ramos, 2005, p. 53).   
The Bush campaign’s success in courting the Latino vote was also demonstrated 
by gaining support from Latino Protestants, a Latino segment that tended to voted 
democratically. Fifty-six percent of the Latino Protestants voted for Bush. Latino 
Protestants comprised a third of the Latino electorate in 2004 (Segal, 2005, p. 2).  
 The authors of “A Latin Power Surge” (2005) in Newsweek reflected that John 
Kerry’s campaign botched its Hispanic outreach and Latinos felt marginalized by his 
campaign (Campos-Flores & Fineman, 2005). Kerry was not known to speak Spanish and 
did not make an effort to reach out to the Latino voters.  
 A record 8 million Latino voters turned out in this election (Campos-Flores & 
Fineman, 2005). This a 3 million voter increase from the 2004 election and also the 
largest voter increase in a minority to date.  
The 2008 Election 
 “The days of simply targeting Latinos in Spanish are dead,” predicted Frank 
Guerra, a consultant for the 2004 Bush-Cheney campaign (Martinez, 2008). The 2008 
 
 
presidential campaign brought about the use of all three types of commercials to target 
the Latino vote: English language commercials, Spanish language commercials, and 
bilingual, subtitled commercials. Presidential candidates also began to heavily target 
specific Latino segments in specific cities such as the Cuban-Americans in Miami and the 
Mexican-Americans in the Southwest. While this tactic had been used in previous 
elections, the 2008 election focused more on particular segments of the Latino market 
than prior campaigns.   
 Given a list of six issues, a Pew Hispanic Center survey that polled Latinos found 
that the issue of greatest importance in the 2008 election was education followed by 
health care and the economy. Immigration was not an important issue for Latinos in this 
election (Taylor & Fry, 2007, p. 16). The lack of Latino interest in the issue of 
immigration could explain why John McCain’s commercials, which focused on 
immigration, were not as successful as Barack Obama’s commercials, which focused on 
the American dream and included all the important issues in its discourse.  
 During the primaries in 2008, Latinos backed presidential candidate Hillary 
Clinton. Barack Obama lost the Latino vote nearly two to one in the primaries (Lopez, 
2008, p. 1). Hillary Clinton’s popularity crossed all Latino demographics (Taylor & Fry, 
2007, p. 15). The swing of the Latino vote from Hillary Clinton to Barack Obama was 
one of the largest swings in campaign history. Nearly 75 percent of Latinos who voted for 
Clinton in the primaries switched their vote to Obama (Lopez, 2008, p. 1).  
 Latinos voter turnout increased in the 2008 election and constituted 9 percent of 
the total national vote (Lopez, 2008, p. 1). Approximately ten million Latinos voted in 
this election (Preston, 2008). According to census data in 2000 over 18 million Latinos 
 
 
were eligible to vote, meaning that Latinos had less than half their potential voter turnout 
(Taylor & Fry, 2007, p. 19).  Colorado had the highest increase in Latino voter turnout 
going from 8 percent in 2004 to 13 percent in the 2008 election and was favorable 
towards Obama’s campaign as Obama carried the Latino vote in Colorado by 61 percent 
(Preston, 2008).  
 Ultimately, the Latino vote for Barack Obama was 67 percent while John McCain 
received 37 percent of the vote (see Table 6). States that had high Latino populations also 
voted for Barack Obama in high numbers. Table 7 shows the percentage of Latino votes 
by state with the highest population of Latinos. Surprisingly, Obama received 57 percent 
of the Latino vote in Florida. Latinos in Florida generally voted Republican in prior 
elections.  
Discussion of the Seven Television Commercials 
 Discussed in this section is the content, issues and characteristics presented in the 
seven selected commercials as well as discussion on the tactics employed by the 
candidates. Online interactivity with each of the commercials will also be discussed. 
Robin Bigda, the reseacher for this thesis, created the corresponding figures for these 
commercials. She transcribed the commercials and then translated them. All user 
comments reproduced here were gathered from the Youtube video posting and can be 
found by viewing the comments left on the Youtube video. These comments are 
permanent unless deleted by the user of Youtube administrators. Many of the user 
comments are bilingual. Several users use both English and Spanish while writing their 
first comments and also in their response to other comments, making it a complex online 
community where most users switch between Spanish and English in the course of a few 
 
 
sentences. Table 8 show the break down of the user comments by nationality and their 
language use. Most international users commented in Spanish while most users from the 
United States commented in English. However, the language of the comments did not 
necessarily reflect if the user was bilingual or not. This section is broken down by content 
of the commercials in order of their importance to Latinos: issues, language and portrayal 
of personal character. 
Issues 
The presidential candidates’ stance on issues of importance to Latinos such as 
education and health care were the most important aspect of the commercials to the 
online Latino community (see tables 9 and 10). This differs from the idea of using 
Spanish alone is sufficient to target the Latino vote. Focusing on the two most 
commented on commercials, “El sueño Americano” and “God’s Children,” it was found 
issues were commented on 32 precent and 51 percent, respectively.  
Barack Obama used issues and productive strategies in his “El sueño Americano” 
commercial, which Latinos said they related to more than the other Spanish language 
commercial in circulation (see Figure 6). Bill Richardson, the Latino governor of New 
Mexico, attributed Obama’s success in the polls to the fact that Obama spoke to Latinos 
“not as an ethnic group but as American voters pursuing the American dream, focusing 
on mainstream issues like the economy and the war in Iraq” (Preston, 2008). Of the 32 
percent of comments on issues presented in Obama’s commercial, 8 percent were 
positive and 7 percent were negative (see Table 9). But issues were not the main topic of 
discussion on Obama’s commercial while the issues were the most discussed on 
McCain’s commercial.  
 
 
  The discussion most commented on McCain’s “God’s Children” commercial  
 
centered on the issue of  Latino voting behavior and tended to be fairly accurate in their  
 
own reflections on Latino voting behavior. Below is part of a conversation between users  
 
on Latino voting behavior from self proclaimed Latinos: 
 
joesuaiden: “me too, the obamafascists are just trying to make it look like all 
"minorities" are voting for Obama. Sorry, Obama has done me no favors lately.”  
 
PetrosTx21: “Actually Hispanics vote 50/50 when it comes to parties. I'm 
hispanic and I'm voting McCain.”  
 
1876alamo: “you are probably right. But there is a difference in hispanics and 
hispanic immigrants. New immigrants tend to vote for the party that places more 
benefits in their pockets.” (JohnMcCaindotcom, 2008).  
 
In creating this commercial, McCain did not anticipate the potential backlash he 
would receive for his views on immigration. McCain attempted to appeal to the patriotic 
pride of Latinos but created a controversial commercial centered on immigration within 
the Latino community. 
The issues presented in Hillary Clintons commercial “La voz” are health care, the 
economy and family-all of which were major issues in the 2008 campaign. The use of a 
Spanish narrator saved Clinton the trouble of having to speak Spanish herself. But the use 
of this spokesperson did not connect her to the Latino community like Obama did when 
he spoke Spanish. This commercial did not generate much discussion about the issues 
contained in the commercial other than the usual “Clinton rocks” or “Clinton is just using 
the Latino community and making promises she does not intend on keeping.”  
No online discussion on Al Gore’s commercial “College for Latinos” could be 
discovered (Figure 2). No videos for the 2000 presidential campaign in Spanish could be 
 
 
located online at all, except for the transcribed commercial found in a presidential 
campaign archive.  
This commercial is discussed because it demonstrates strategies Al Gore used in 
his Spanish language commercials. And it represents localized campaign, like that of 
Hillary Clinton. This commercial was aired almost exclusively in New Mexico. The 
commercial focuses on a single issue, Latino college education. Education is always an 
issue of importance to the Latino community. This commercial was an effective use of air 
time because it focused on one issue and told the viewers exactly where Al Gore stood on 
the issue of education. 
To see the break down of the issue presented in each commercial turn to figures 
1-7. While issues are the most important aspect of a commercial, the language they are 
presented in is important. Spanish language adds context to the issues that candidate’s 
present. Without the use of Spanish, the issues may get lost in translation.  
Language 
The commercial “Votan para John F. Kennedy” (Figure 1) is the first presidential 
commercial in the United States to use Spanish. Commercials have evolved from the days 
of talking heads as in this commercial. And the issues contained within the commercials 
have changed as well. In the 1960s, communism was an issue of great importance and so 
Jackie Kennedy said her husband would protect the United States from the Communist 
threat, which is not such a radical difference from Bush’s promise of revenge for 9-11 
and other war issues. These issues may not have been specific to the Latino culture so 
much as relevant to the whole United States and Kennedy’s campaign attempted to 
include the Latinos on major concerns and issues relevant to the entire society. So while 
 
 
style and video may have advanced, the treatment of issues relevant to Latinos remains 
much the same as they did in the 1960s.  
 This commercial was recently added to Youtube as part of a political history 
collection so all user comments have been generated in the past year. Most of the users 
remark on the style of the commercial and Jackie Kennedy’s treatment of Spanish such as 
“Yeah, she is obviously reading off of cue cards. “ to “Ella es muy rígido en su 
hablar…(She’s talking rather rigidly)” (mcjoing & FrightWolf, PoliticalHistory, 2008). 
Discussion was based on historical facts about Jackie Kennedy such as surprise at the fact 
that she could speak five languages and her poise and grace. And a few comments 
generated a debate on whether being able to speak a language and read off cue cards is 
the same as being fluent in a language.  
 Because this video was uploaded in 2008, several comments about Jackie 
Kennedy’s endorsement of Obama were made as well. It is of interest to note that a 
historical presidential campaign commercial was generating discussion on a presidential 
campaign near half a century later.  
Presidential candidates have since used the Spanish language in different ways. 
For example, Obama used the tú form when addressing Latinos in his commercial “El 
sueño Americano.” The tú form in Spanish is used like the pronoun you in English but is 
less formal than the usted form of you. Typically, a speaker uses the tú form with friends 
and peers and occasionally in informal situations; and, the usted form to someone older, 
respected or in a formal setting. The use of these forms varies in individual Latino 
cultures but all Spanish speakers all make use of both forms. The nosotros form in 
 
 
Spanish with the English equivalent being we and our. The nosotros form includes the 
speaker in the action.  
Barak Obama used the tú form in his commercial “El sueño Americano” when he 
said “tu familia” in the first sentence (see Figure 6). This was the only commercial found 
online to use the tú form by a presidential candidate. Much more common in political 
discourse is the nosotros form because it places the speaker in the same category as the 
audience. George W. Bush is known for pioneering this technique used by subsequent 
presidential candidates (Trester, 2005). Hilary Clinton made use of the nosotros form in 
her commercial “La voz” by having a narrator include her with the Latino population and 
making her their friend (see Figure 4). Hillary Clinton’s commercial “La Voz” was 
created on her behalf by the Latino community in Nevada and shows a local commercial 
produced by an interest group (Figure 4). This commercial makes use of a Spanish 
narrator who speaks rapidly, so one not fluent in Spanish might have trouble 
understanding the commercial. The commercial deviates from the use of Standard 
Spanish and uses an accent. By using the nosotros form this group includes Clinton as 
one of them and tells the Latino target all that Hillary will do for them. 
Al Gore also uses the nosotros form but switches to the usted form after the first 
sentence. His commercial does effectively use one issue and how Gore would address the 
issue if he were elected. This commercial is one of the few Spanish language 
commercials that actually outlined a campaign promise with figures and dollar signs. In 
his use of the Spanish language, Gore separates himself from his target after his use of 
saying our children. After that he holds Latino dreams separate from the American dream 
 
 
unlike Obama’s commercial, which may have been why Gore’s commercials were not 
successful in the 2000 election. 
The usted form is the most prevalent in presidential campaign commercials. It 
was used by Jackie Kennedy in a commercial in support of John F. Kennedy. McCain 
used the usted form in his commercial “God’s children.” Even though this is a subtitled 
commercial, the text in Spanish contains the usted form. When McCain uses the usted 
command vaya when he urges people to go to the Vietnam Memorial instead of the tú 
form of the word vete.  
 The highest potential for offense from the Latino community was Obama’s use of 
the tú form in his commercial, “El sueño Americano.” Obama was the first presidential 
candidate to address the Latino community in the tú form, and his commercial was met 
with an overwhelmingly positive response.  
 The Spanish language also has a variety of dialects. Using dialects in commercials 
has presented problems for presidential candidates, as they do not want to appear to favor 
one accent over another. Candidates have turned to using what Latinos call Walter 
Cronkite Spanish (Dávila, 2001, p. 114). Walter Cronkite Spanish is the unaccented, 
generic and universal Spanish. It resulted from a need to communicate as broadly as 
possible. A standard Spanish was created to avoid double meanings and 
misunderstandings. An example of not understanding the double meaning of a Spanish 
language phrase occurred when Democratic presidential candidate Michael Dukakis 
launched a campaign called “con Dukakis nos entendemos” (with Dukakis we understand 
each other). He launched this slogan without research. He later found out that his slogan 
had a blatantly sexual connotation among Puerto Ricans (Suberi-Vélez, 2008, p. 284) and 
 
 
that they were offended by the slogan. Presidential candidates use Standard Spanish in 
commercials in which they speak Spanish. However, Hillary Clinton’s commercial, “La 
voz” makes use of a Mexican accent. Produced and aired in Nevada, which has a high 
Mexican origin population, the use of this accent was not deemed as controversial by the 
Latino community. In Obama’s “El sueño Americano” commercial, Obama speaks in 
Standard Spanish, yet the online Latino community started discussion on his Youtube 
video over which accent it sounded like more. In fact, his accent was discussed in about 3 
percent of the entire conversation. 
Obama spoke Spanish in this commercial and most of the 499 comments this 
video received were in relation to his Spanish and his accent. Forty-four percent of the 
conversation was centered around Obama’s use of Spanish and 28 percent of the 
comments were positive about his use of Spanish. Most users extolled his use of Spanish 
and praised his efforts. User diecorro summed up what most everyone else had written 
“Habla muy bien el español. Se expreso perfectamente en este video” (He speaks Spanish 
very well. He expressed himself perfectly in this video)(ThePolitico, 2008). Of course 
this video sparked a lot of debate about Spanish language use in the United States. This 
comment by michaelwuzthere sparked about twenty different comments in response and 
users discussed everything from the history of colonization to why illegal immigrants 
should be deported:  
“So I'm a racist for not speaking spanish and believing that American 
citizens have more rights than illegal aliens? I don't give a damn if mexicans do 
"bust their asses" because what they do is strain our system and steal from our 
productivity. They steal jobs that real American citizens could have. Americans 
 
 
are not lazy just because they have better jobs. Unemployed Americans are 
willing to do the same amount of work, but the employers would rather get cheap 
illegal labor than honest labor.” (ThePolitico, 2008).  
 
 Obama’s speaking in Spanish certainly received considerable attention from both 
Spanish and English speakers. As well as an international response from users who 
wanted to comment on Obama’s Spanish and accent and also on the issues presented in 
this commercial. Many people seemed to agree with user Maxa60 that if Obama was 
going to create a full Spanish commercial, he might as well branch out into every other 
language present in the United States. “He should do this in Hindi, Russian, Portuguese, 
Arabic, Mandarin, French and every other language between these shore” (Maxa60, 
ThePolitico, 2008).  
 McCain employed the bilingual tactic in his commercial “God’s children” (Figure 
7). McCain narrates this commercial in English, but Spanish subtitles and all the video 
footage contain some connection with the Latino culture. The Hispanic names on the 
Vietnam memorial and Latinos in uniform in Iraq, and his use of Spanish subtitles were 
only commented on 8 percent of the time opposed to the 44 percent of the conversation 
on Spanish in Obama’s commercial. When it did come up, the use of subtitles in Spanish 
was not well received. “No f**** subtitles. It’s America, speak English! You must speak 
English to be a citizen and to vote, right?” (error000, JohnMcCaindotcom, 2008).  
Character Traits 
 Latinos also look at how the personality and character of a presidential candidate 
is portrayed through commercials. This research found that mudslinging and attack 
 
 
commercials were not received well by the Latino community. In contrast, appealing to 
the Latino sense of pride and their heritage connected the Latino community with the 
presidential candidates. This research also found that Latinos tend to vote for a candidate 
over party affiliations.  
The commercial “Dos caras” is an example of mudslinging campaign against 
McCain by the Obama campaign (Figure 5 contains full details on this commercial). This 
commercial was done completely in Spanish, including the text quote images. Several 
users provided English translations of the commercial. The commercial was translated 
into English a few months after it aired by a YouTube user. This commercial was met 
with mixed reactions online. Some users loved the commercial and others thought it was 
an unnecessary attack strategy.  
Michoux26: “I realize a thirty second spot does not allow one much time 
to present complex matters using relevant and clear information; but one can 
challenge McCain and Republicans without relying on crass examples of Guilt by 
Association. One can be tough without turning to a fallacious smear campaign 
like the Republicans too often employ.” (BarakObamadotcom, 2008). 
 
 One user even shared his story about being deported on this video, and it  
 
generated a thumbs up response from 61 other users, meaning it was a popular comment.  
 
It shows that this commercial was successful at generating conversation around McCain’s  
 
stance on immigration: 
 
blankone87 said “i was an honors student, i had a perfect record, no 
felonies or misdemeanors, i was a college student, i was inspired by obama, and 
 
 
couldn't wait to live the obama experience when he would become president. i am 
an american just like you who felt a hole in their chest after 9/11. i did my taxes 
just like most of you, worked, and wanted to one day become an architect who 
wished to develop green architecture. i lived almost my entire life in the US. i... i 
was deported. i love america, please vote.” (BarakObamadotcom, 2008). 
 While this commercial focused on attacking the character of McCain, it did not  
 
really connect to users the way Obama’s “El sueño Americano” commercial did. Because 
this commercial did not contain any issues in it and did not connect with the Latino 
community as much, it did not generate many comments as compared to Obama’s 
positive commercials.  
Obama’s commercial attacking McCain received numerous comments about the 
quotes used in the commercial that tied Rush Limbaugh’s hate speech with McCain as a 
candidate but also generated comments about the use of the Spanish language itself 
(MiamiHeraldBlog, 2008). In the forum Vivirlatino, a user commented that “Obama used 
Spanish in a way which did not address any real issues” and cited a poll from AOL 
Latino which found that “54 percent of participants in the poll found his use of Spanish to 
be a strategic/political move and 34 percent found it to be a means of getting closer to his 
electorate” (Mala, 2009). The user Jennifer reacted to this blog post in the forum by 
arguing that Obama should use Spanish in relation to policies but that when he just 
throws out a gracias and an amigo here and there in speech it is not productive to getting 
closer to Latinos or their vote. In contrast with the disapproval of mudslinging 
campaigns, the online Latino community embraced commercials that focused on 
patriotism and Latino pride.  
 
 
 Bush’s strategy in 2004 was to appeal to the Latino’s sense of patriotism. His 
theme throughout Spanish language media was “Nos Conocemos” (we know each other). 
Lionel Sosa, the Latino campaign manager for both George W. Bush and John McCain, 
attributed the success of  Bush’s commercials to the access Sosa had to the campaign 
headquarters and the value placed on his suggestions (Campos-Flores & Fineman, 2005). 
In Bush’s “Nos Conocemos” campaign, Latino cultural values are shown as the same as 
Bush’s values and thus the same as American values. This is a different approach than the 
one taken in his “El reto” commercial in which he shows what he overcame in his prior 
term as president and if reelected, he will continue to guide America on a good path 
(Figure 3). This is the first commercial to use Spanish language text and be a silent 
commercial. No words were spoken during the commercial, only images and Spanish 
language text were used. It would have been interesting to see the reaction online to this 
silent commercial when it was first aired. Most commercials without words tend to 
capture attention because they are different and this one also makes use of Spanish 
language text, so it was a pioneering tactic in 2004.  
 While the discussion around McCain’s and Obama’s character varied, both 
commercials had comments containing remarks about the other (see tables 9 and 10). For 
example, on Obama’s commercial, a few people left messages saying “Go McCain” and 
on McCain’s commercial, users left comments like “Obamanos ’08.” McCain’s 
commercial generated 10 percent of its conversation on Obama while Obama’s only 
generated 2 percent on McCain. McCain’s commercial spent 30 percent of the 
conversation on his character and the positive and negative comments on his character 
were about even, 13 percent postive and 15 percent negative. Only 18 percent of the 
 
 
conversation on Obama’s page talked about his character and it was polarized. Users 
either had positive or negative things to say, 11 percent negative and 7 precent negative. 
Because so much of the conversation on Obama’s commercial centered on his use of 
Spanish, his commercial did not receive as much attention on the issue of character.  
The Online Latino Community 
 The online Latino communities that sprang up as a result of John McCain’s and 
Barack Obama’s commercials are worth noting since they are so different from each 
other. This research focuses on the two commercials “El sueño Americano” and “God’s 
Children” because they generated the most user comments and discussion. While it is true 
users may create fake profiles and not always be who they say they are online, most users 
readily claimed whether or not they were of Latino origin from the United States or 
whether they were from another country. This research holds that most of the users fall 
into the demographic noted on the users’ profile. Spammed comments, or comments 
which contained profanity and were blatantly offensive were not taken into consideration 
for the percentage of language use nor were any of the comments used as examples. 
Obama’s commercial had over 255,449 unique views. A unique view is when a different 
computer is viewing the commercial each time. And McCain’s commercial had 67,200 
unique views. Obama’s commercial in Spanish had significantly more unique views than 
any other presidential campaign video online. Obama’s commercial also generated 944 
comments on an international level while McCain’s commercial generated 533 
comments, mostly on the national level. The demographics for the online community for 
Obama’s commercial were primarily users from the United States and Latin America. His 
 
 
commercial first aired in Puerto Rico and had an international audience before it was 
even aired in the continental United States (ThePolitico, 2008).  
Obama’s “El sueño Americano” 
 The demographics for users who commented on Obama’s commercial were 
primarily males between the ages of 25 and 54. This research only looked at 471 of the 
944 comments on Obama’s commercial. Four Hundred-seventy-three of the 944 
comments were marked as spam and hidden. It is not known what the content of these 
comments contained. Three hundred and seventy-one users generated the 471 comments. 
Table 8 shows the break down and percentages of these users in more detail. The central 
themes of these comments were of Obama’s use of Spanish and his accent while issues 
presented in his commercial regarding the American dream were only discussed about 17 
percent of the time. About 63 percent of the comments generated on Obama’s use of 
Spanish were positive. Theories as to the accent Obama used generated the highest 
ratings for comments and ranged from guessing it was “a Brazilian accent” to “the accent 
is Latino American!” and “It sounds more like a Puerto Rican accent to me.” Each 
comment about a suggested accent came from a user who’s profile said they were of that 
origin. In one case, a user points out the dubious difference of voices between the main 
part of the commercial and the approval message from Obama: 
Doliath: “Porque hay una differencia en su acento entre el video y el 
“voice over” cuando él dice Soy Barack Obama? Me parece  extraño. (Why is 
there a difference in his accent between the video and the voice over part where 




And only a few comments centered around the use of Spanish as a media tactics, 
sportsmanzenobia said “When in doubt, Spanish is the way to go.” (ThePolitico, 2008).  
  The issues that were mentioned in this forum were the economy, jobs, 
immigration, troops in Iraq, assimilation and the use of Spanish in political campaigns. 
These comments ranged from  
Guitarguy4991: “@NICKF39: (he’s addressing another user.) Much of the 
issues you bring up are about these immigrants are simply cultural differences a 
reflection on how vastly different the United States and Latin America are. Taxes 
are optional… suggested formality of people living in Latin America. It’s a 
different system.” (ThePolitico, 2008). 
 Only one user mentioned the use of the tú form in this commercial: 
Misperrodrago: Parece que le conoces personalmente y tienes una gran 
amistad con Obama para juzgarle tan alegrente… Me gusta que usa la forma de tú 
en este anuncio. (It seems that I know him personally and I have a great friendship 
with him and I judge him to be very happy. I like how he uses the tú form in this 
commercial.) (ThePolitico, 2008). 
 
 And one user commented on the nature of a presidential candidate making a  
 
Spanish language commercial in which the candidate himself speak Spanish the entire  
 
commercial, outofpaper32 said “Wow. This is historic. The first time a candidate for  
 
presidency does a whole ad in fluent Spanish.” (ThePolitico, 2008). 
 
 Only twenty users commented in regards to the American dream, which was the 
main idea behind this commercial. Gtcul7 said “el sueño Americano? Obama ya habia 
 
 
hecho una pesadilla de ese sueño (the American dream? Obama has already made a 
nightmare out of this dream.)” (ThePolitico, 2008). 
 While the responses to this commercial were diverse, several conversations were 
started in this forum. Users were reading previous comments and responding and not just 
leaving their own thoughts on the commercial, making the forum more interactive.  
McCain’s “God’s Children” 
The primary demographics of the users who commented on McCain’s commercial 
were males between the ages of 45 and 54 and the secondary demographics were females 
between the ages of 45 and 54. The primary demographics of each commercial were the 
same in this case. McCain’s commercial generated 533 comments but only 499 were used 
for this research. Thirty-four of the comments on this commercial were marked as spam 
and hidden. In all 124 users generated 499 comments (see table 8). McCain’s commercial 
only had 28 percent of the comments left say positive things about his campaign and his 
commercial. However, 29 percent of the time, issues such as immigration were discussed. 
While another 22 percent of the conversation focused on other issues such as the 
Republican party in general and Latino voting behavior. This is significantly higher than 
the 32 percent average discussion of issues in Obama’s commercial.  
Contrasting with Obama’s commercial, the comments on McCain’s commercial 
were mostly in English (97.6 percent), thus Spanish language commercials create a larger 
response in Spanish than Spanish subtitles do. This could be in part because more English 
language only users understood the contents of the commercials and were able to 
comment more so than on Obama’s where users would have to be bilingual to understand 
the commercial fully. Although, a rough translation of Obama’s commercial was 
 
 
provided by a few users. There were also a significant amount of comments (10 percent) 
on McCain’s commercial in support of Obama, such as “Vote Obama ‘08” and 
“Obamanos” while there were few comments (2 percent) like this for McCain on 
Obama’s commercial. 
 Issues were commented on about 51 percent of the time, compared with Obama’s 
32 percent. McCain’s commercial was more effective on getting users to discuss issues 
presented in his campaign and on other issues in relation to McCain. The issues discussed 
in this forum were immigration, abortion, McCain’s choice of a running mate, the war in 
Iraq, oil/gas prices and taxes. McCain’s commercial generated more of a variety of issues 
that were discussed. 
 The use of Spanish subtitles was met with hostility from the non-Latino users and 
only a few Latino users commented on it. One Latino response to the subtitles was: 
Shinners16: “McCain needs to learn a few phrases in Spanish. I think it 
would be fine not to try to say too many things but he should at least make an 
attempt to say some nice words in español.” (JohnMcCaindotcom, 2008).  
 Negative reactions to McCain’s use of Spanish only comprised 5 percent of the 
conversation compared to the 9 percent of negative comments of Obama’s use of Spanish 
(see Tables 9 and 10). One negative reaction to this commercial and its targeting of the 
Latino community was: 
RTXman: McCain only says these things because of the growing Hispanic 
population. The Republican gringos want to stay in power at all costs. Even if 
McCain personally cares for the Latino community, his party could care less. And 
 
 
when it comes down to it, the party is beholden to the party’s interests.” 
(JohnMcCaindotcom, 2008). 
Focusing on the discussions surrounding the main issue of this commercial, 
immigration, one Latino user summed up the feelings of many users on this issue. 
Azu123321: “This is hardly a political issue for this election.” (JohnMcCaindotcom, 
2008).  The argument could be made that had McCain used the same tactic of Spanish 
subtitles but focused on an issue more relevant to the Latino community, his commercial 
would have been more effective. Although, some users commented on the issues 
presented in Obama’s commercial, preferring instead to comment on his use of the 
Spanish language. So McCain’s commercial was successful in that it generated comments 
relevant to the content of the commercial rather than the language of the commercial. 
User Herberthisaweirdo said “Language is not an important issue for me, it’s about the 
quality of the person.” (JohnMcCaindotcom, 2008). 
So while Obama’s commercial focused primarily on its use of Spanish, whether is 
was said well or Obama had good diction, McCain’s commercial still was able to reach 
out to the Latino community with his use of Spanish subtitles and generate more 
meaningful interactivity with the online community in discussing his policies and 
campaign issues. This shows that it may not be as effective to communicate a presidential 
platform or focus on certain issues in Spanish because people will focus more on the use 
of the Spanish language and less on the actual content of the commercial.  
 Some Insight into Advertising Tactics 
 It seems that in specific cases, Spanish language use paid off in influencing Latino 
voters while in other circumstances it did not. Bush was successful in gaining the Latino 
 
 
vote in Florida in 2000 partly because of his intensified Spanish language commercials in 
that area. Hillary Clinton was able to gain Latino support in the 2008 primaries by 
focusing her Spanish language commercials on issues deemed the most important by 
Latinos: education and health care. Obama successfully targeted the Latino vote by using 
the tú form in commercials he narrated and related to the American dream. McCain 
focused on immigration issues in several of his commercials. While his tactic of bilingual 
commercials had proven to be effective in the past, he used an issue that was not 
important to Latinos in the election. 
 Conclusive data can be drawn from this research that the Spanish language is a 
tool in presidential campaigns and depending on how and where it is used will decide its 
effectiveness in influencing the Latino vote. Thus the effectiveness of Spanish language 
use is circumstantial and dependent on other variables. The use of Spanish language 
alone is not an effective tactic in targeting the Latino vote as demonstrated in some cases 
where English language advertisements are just as effective.  
Tom Castro, Kerry’s national finance chair for the 2004 campaign, suggested the 
campaign’s lack of Spanish language commercials could be to blame for his failure at 
becoming the next president. “If the Kerry campaign had won Nevada, Arizona and New 
Mexico,” Castro said. “John Kerry would have been president in 2004” (Campos-Flores 
& Fineman, 2005).  
Conclusions 
  Targeting Latinos requires an understanding of their special needs, cultural 
nuances and inclination of recent immigrants to seek out familiarities. Political agendas 
will continue to become more Latinized and at the same time Latinos will become more 
 
 
anglicized until the two blend seamlessly together (Marciel, 2000, p.9). This means that 
the line between targeting Latinos as separate populations will begin to blur with time. 
Bilingual commercials and advertising seem to be the way of the future as they can fulfill 
several goals at once. Bilingual commercials would reach all of the Latino voters, those 
who consume their media in English and those who do so in Spanish. They can also 
translate over to mainstream media and television networks. Although with the current 
US sentiment about the use of Spanish, this may not happen for a long time. However, 
the use of bilingual commercial will likely be used in online campaigns since it is seen as 
less controversial. The online discussions surrounding these commercials were bilingual, 
which testifies to the power in using both languages to target the Latino vote.  
 Presidential candidates also should pay attention to what form of Spanish they use 
to gauge their effectiveness. Obama’s use of tú connected him more with the Latino 
community. Clinton’s use of nosotros also connected her with the Latino community. 
Research should be done to see which form would be the most effective in targeting 
Latinos.  
 Latinos vote more on character and issues rather than by party lines. Presidential 
candidates should find out which issues are most important to the Latino community and 
focus on those issues in order to successfully influence voting behavior.  
 Mudslinging and attack campaigns do not seem to have the desired effect on the 
Latino community and more find them offensive, so presidential candidates should focus 
their energies on other ways to target Latinos. This is due to cultural differences between 
Latinos and other Americans.  
 
 
 Presidential candidates should make their campaigns unique to the Latino culture 
and narrowly targeted for each segment of the demographic both by country of origin and 
by state so as to receive the maximum returns on their investment in Spanish language 
advertising. While Spanish language commercials influence Latino voting behavior to 
some extent, the issues presented in a commercial are more likely to influence the Latino 
vote. The extent of this influence is not known through this research; however, future 
studies could be done during the next presidential election to gauge the extent that 
political commercials influence Latino behavior. This could be accomplished through 
interviews and focus groups during presidential television campaigns and follow up 
interviews after participants voted. Exit polls could also be conducted to gain insight into 
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Table 1  
 
 
Language in which Latinos Watch Television 
 
Only in Spanish 11% 
Almost Always in Spanish 13% 
In English and in Spanish 50% 
Almost Always in English  12% 
Only in English 13% 
Don’t Watch Television  1% 






































National Spending on Latino issue advertisements, 2000 
 
 


































































Total Spanish language TV spending by market, 2004 presidential election 








Advertising Spending in the 2004 Campaign 
 
KERRY SPANISH-LANGUAGE TV Advertising 
KTVW – Phoenix, AZ – Univision: $29,700 (all in Jan. and Feb.) 
KDRX – Phoenix, AZ – Telemundo: $3,590 (Jan. $2740 and Feb. $850) 
KHRR – Tuscon, AZ – Telemundo: $4,189 (Jan. $2,718 and Feb. $1,471) 
KUVE – Tucson, AZ – Univision: $8,595 (all in Feb.) 
KLUZ – Albuquerque, NM – Univision: $24,450 
KTFQ – Albuquerque, NM – Telefutura: $4,060 
KTEL – Albuquerque, NM – Telemundo: $3,500 (all in Feb.) 
TOTAL (from available sources): $78,084 
 
 
REPUBLICAN LEADERSHIP COUNCIL (RLC) 
SPANISH-LANGUAGE TV Advertising 
KLUZ – Albuquerque, NM – Univision: $6,675 
REPUBLICAN NATIONAL COMMITTEE (RNC) 
SPANISH-LANGUAGE TV Advertising 
KLUZ – Albuquerque, NM – Univision: $1,900 
MoveOn.org SPANISH-LANGUAGE TV Advertising 
KUVE – Tucson, AZ – Univision: $4,795 (2003) 
KTVW – Phoenix, AZ – Univision: $17,330 (2003) 









































































Online User Comments by Nationality and Language Use 
 











American 2 459 1 87 70% 
European 1 6 1 8 6% 
Latin 
American 
2 0 0 2 2% 
Other 1 6 1 8 6% 
Unknown 2 16 1 19 16% 
      
Total  8 in Spanish 487 English 4 bilingual 124 users  
Percentage  1.6% 97.6% .8%  100% 
 
Total Comments = 499 
Total Users = 124  
 
 








Total Users Percentage 
American 75 65 12 117 31% 
European 52 22 7 81 22% 
Latin 
American 
158 20 8 121 33% 
Other 5 6 1 12 3% 
Unknown 35 5 0 40 11% 
      
Total 325 Spanish 118 English 28 bilingual 371 users  
Percentage  69% 25% 6%   100% 
 
Total comments = 471 










Break Down of Obama’s 499 Comments 
Language 
Accent 
 Number of Comments Percentage of Overall 
Comments 
Positive on Accent 11 2% 
Negative on Accent 5 1% 
   
Total 16 3% 
 
Issues 
 Number of Comments Percentage of Overall 
Comments 
Positive on Issues 39 8% 
Negative on Issues 37 7% 
Neutral on Issues 86 17% 
   
Total 162 32% 
 
Character  
 Number of Comments Percentage of Overall 
Comments 
Positive on Character 33 7% 
Negative on Character 57 11% 
   
Total 90 18% 
  
Mention of McCain 
 Number of Comments Percentage of Overall 
Comments 
Positive on McCain 5 1% 
Negative on McCain 4 1% 
   
Total 9 2% 
 
 Number of comments Percentage of Overall 
Comments  
Positive on Language  140 28% 
Negative on Language 46 9% 
Neutral on Language 36 7% 
   




Break Down of McCain’s 518 Comments 
 
Language 
 Number of Comments Percentage of Overall 
Comments 
Positive on Language 15 2.9% 
Negative on Language  25 4.8% 
Neutral on Language  2 .4% 
   
Total 42 8% 
  
Issues 
 Number of Comments Percentage of Overall 
Comments 
Positive on Issues 63 12% 
Negative on Issues 46 9% 
Neutral on Issues 43 8% 
   
Total 152 29% 
  
Character  
 Number of Comments Percentage of Overall 
Comments 
Positive on Character 67 13% 
Negative on Character 79 15% 
Neutral on Character  11 2% 
   
Total 157 30% 
  
Mention of Obama 
 Number of Comments Percentage of Overall 
Comments 
Positive on Obama 37 7% 
Negative on Obama 17 3% 
   
Total 54 10% 
 
Other  
 Number of Comments Percentage of Overall 
Comments 





Figure 1: “Votan para John F. Kennedy” 
Figure 1: “Votan para John F. Kennedy” 
 
Source: Political History  http://www.youtube.com/watch?v=xWnsJmBsvHU  
Analysis of Language Rigid use of Spanish but intelligible, use of English 
Presidential Candidate: 
 
 John F. Kennedy 
Year:  1960 
Format: 
 
Spanish Language, talking head. Narrator: 
Jackie Kennedy. 
1 minute 1 second 
 
16,024 views 38 comments  
Spanish Transcription:  
 
Queridos amigos, les habla la esposa del senador John F. Kennedy, candidato a la 
presidencia de los estados unidos. En estos tiempos de tanto peligro cuando la paz 
mundial se vea amenazada por el comunismo, es necesario tener en La Casa Blanca un 
líder capaz de quedar nuestros destinos con una mano firme. Mi esposo siempre vigilará 
los interéses de todos los sectores to nuestro sociedad que necesitan la protección de un 
gobierno unitario para el futuro de nuestros niños y para lo claro mundo donde exista la 
paz verdadera. Votan ustedes por el partido democrática el día ocho de noviembre. Que 
viva Kennedy. 
English Translation:  
 
Dear friends, speaking to you is the wife of senator John F. Kennedy, a candidate for the 
presidency of the United States. In these times of trouble when the peace of the world is 
threatened by communism, it is necessary to have a leader in the White House who is 
capable of guarding our destinies with a firm hand. My husband will always watch over 
the interests of every part of our society that needs the protection of a united government 
so that in the future our children and the whole world can live in true peace. Vote for the 










Peace threatened by communism, united 
government, protection of Latinos, better future for 
children. 
Character Traits of Candidate 
Presented 
 

























Spanish Language, Subtitles in Spanish, 





Spanish Transcription:  
 
Al Gore reconoce que una educación universitaria es la mejor manera de preparar a 
nuestros jóvenes para un futuro de oportunidades sin límite. Al Gore ofrece ayuda real 
ahora a cada familia hispana que lucha para avanzar. Un crédito de impuestos de diez mil 
dólares por cada año de colegio. Si, cuarenta mil dólares  en deducciones por cuatro años 
de colegio. Sueños Latinos. El plan de Gore. Ayuda real. Pagado por el Partido 
Demócrata de Nuevo México.  
 
English Translation:  
Al Gore knows that a college education is the best way to prepare our children for a 
future of unlimited opportunities. Al Gore offers every hard-working Hispanic family a 
chance to get ahead in life. Real help, right away. A $10,000 tuition tax deduction for 
every year of college. That's $40,000 in deductions over the span of a 4-year college 





























Analysis of Language 
 
 
Use of Spanish subtitles. Poor pronunciation. 






Character Traits of Candidate 
Presented 
 
Educated, helper.  
 
 










Spanish Subtitles, Images and Music 
32 seconds 
 
3,409 views 5 comments  
Spanish Transcription:  
 
Soy George W. Bush y ya aprobé este mensaje. Enero del 2001: El Reto: Una economía 
en recesión, la bolsa feneciera en declive, la bonanza de los punto com en bancarrota, y 
luego… un día trágico. Fue una prueba de nuestro valor. Hoy nuestro país se mueve 
hacia adelante. Estamos más seguros. Más fuertes. Con el Presidente Bush, vamos por 
buen camino. Aprobado por el presidente Bush y pagado por Bush-Cheney ’04, Inc.  
 
English Translation:  
 
I am George W. Bush and I have approved this message.  January of 2001: the 
Challenge: an economy in recession, the stock market in decline, the failed success of the 
bankrupt .com, and later… a tragic day. It was a test of our valor. Today our country is 
moving forward. We are safer and stronger. With President Bush, heading in the right 








Analysis of Language 
 





Recession, stock market decline, .com bankruptcy, 
9-11. 
Character Traits of Candidate 
Presented 
 
Overcomes challenges, leadership, valor, forward 





















Figure 4: “La voz” 
Presidential Candidate: 
 






Spanish Subtitles, Images and Music 
Narrator: Latino Male 
32 seconds 
 
3,409 views 5 comments  
Spanish Transcription:  
 
Somos Latinos de Nevada que queremos una vida mejor para nuestras familias. Este es el 
momento que nuestro voto sea nuestra voz. Apoyamos a nuestra amiga Hillary Clinton. 
Ella está a favor de seguro de salud universal y de políticas económicas que crean 
millones de nuevos empleos y Hillary ha dicho ya basta por el inmigrante hispana. 
Hillary es la voz de los que no tienen voz. Este Sabado el 19 de enero a las once de la 
mañana salgamos a votar por Hilary para tener una vida mejor. I’m Hillary Clinton, 
candidate for President and I approve this message..  
 
English Translation:  
 
We are Latinos from  Nevada who want a better life for our families. Right now, our  
 
vote is our voice. We are supporting our friend, Hillary Clinton. She is in favor of  
 
Universal Health Care and economic policies that will create millions of jobs. And  
 
Hilary has said enough is enough for the Hispanic immigrant. Hillary is the voice of  
 
those who do not have a voice. This Saturday, the 19th of January at 11 a.m. we are going  
 
to vote for Hillary so we can have a better life. I’m Hillary Clinton, candidate for  
 










Analysis of Language 
 





Family, Universal Health Care, economy, jobs, 
immigration. 
Character Traits of Candidate 
Presented 
 












Figure 5: “Dos caras” 
 









Mudslinging, quotes, Spanish text 
Narrator: Latino male  
31 second 
 
90,562 views 12 comments  
Spanish Transcription:  
 
Soy Barack Obama y apruebo este mensaje.  
 
Quieren olvidemos los insultos que hemos aguantado. La intolerancia. Nos hemos sentir  
 
marginados en este país que tanto queremos. John McCain y su amigos republicanos  
 
tienen dos caras. Una dice mentiras justo conseguir nuestro voto y la otra, peor todavía,  
 
sigue las políticas fracasadas de George Bush que ponen los intereses de grupos  
 
poderosos por encima de las familias  trabajadores. John McCain más de los mismos  
 
engaños republicanos.  
 
English Translation:  
 
I am Barack Obama and I approve this message. They want us to forget the insults we’ve  
 
put up with. The intolerance. They made us feel marginalized in the country we love so  
 
much. John McCain and his friends are two faced. One side tells lies just to get our vote  
 
and the other, even worse, continues the failed policies of George Bush that put special  
 













Ustedes Form and Nosotros form, quotes in Spanish in text form, Spanish 





Republicans lie, Republicans are two-faced, McCain is just like Bush, 
McCain will chose interest groups over hardworking families. 
Character Traits of 
Candidate Presented 
 









Figure 6: “El sueño Americano” 
 













255,449 views 944 comments  
Spanish Transcription:  
 
Compartimos un sueño que trabajando duro tu familia puede triunfar. Que si estés 
enfermas, tengas un seguro medico. Que nuestros hijos pueden recibir una buena 
educación, sean ricos o pobres. Este es el sueño americano que pido tu voto, no solo mi y 
los democráticas sino mantener este sueño vivo para ti y para sus hijos. Soy Barak 
Obama y apruebo este mensaje.  
 
English Translation:  
 
We share a dream that if you work hard your family can triumph. That if you are sick, 
you have health insurance. That our children will receive a good education whether they 
are rich or poor. This is the American dream that I ask you to vote for. Not just for me or 
the Democrats but to maintain this living dream for you and your children. I am Barak 





Analysis of Language 
 
 
Tú form, nosotros form, very personal, Obama 





The American dream, education, jobs, health care. 
Character Traits of Candidate 
Presented 
 
Versed in Spanish, on personal basis with Latinos, 






























English language, Spanish subtitles, Latino 
images. Narrator: McCain. 
1 minute, 4 seconds 
 
67,200 views 533 comments  
Spanish Transcription:  
 
Mis amigos, quiero que la próxima vez que estén in Washington D.C. vaya al 
monumento para los caídos en Vietnam. Vean los nombres en el granito negro. 
Encontrarán muchos nombres Hispanos. Cuando vayan a Irak o Afganistán hoy, verán a 
mucha gente de origen Hispano. Incluso conocerán de algunos de esos miles que tienen 
tarjetas de residentes, quienes no son ciudadanos de este país, pero lo aman tanto, que 
están dispuestos a arriesgar sus vidas en servicio para acelerar el paso a la ciudadanía y 
gozar de esta rica y bendecida nación. Por eso, de vez en cuando, recuerden que estos son 
hijos de Dios. Tienen que entrar a este país legalmente, pero han enriquecido nuestra 
cultura y nuestra nación así como todas las generaciones de inmigrantes anteriores a 
ellos. Gracias. I’m John McCain and I approve this message. 
English Translation:  
My friends, the next time you’re down in Washington D.C. I want you to go to the 
Vietnam War Memorial and look at the names engraved in black granite. You will find 
many Hispanic names. When you go to Iraq and Afghanistan today, you will see many 
people who are of Hispanic background. You are even going to meet some of the few 
thousand who are still green card holders who are not even citizens of this country but 
who love this county so much that they are willing to risk their lives in service in order to 
accelerate their path to citizenship and enjoy the bountiful, blessed nation. So let’s, from 
time to time remember that these are God’s children. They must come into our country 
legally but they have enriched our culture and our nation as every generation of 
immigrants before them. Thank you. I’m John McCain and I approve this message.  
 
 
Source: JohnMcCaindotcom  http://www.youtube.com/watch?v=4yU2-LTFLf0 
 
Analysis of Language 
 
 





Patriotism, immigration, religion.  
Character Traits of Candidate 
Presented 
 
Religious, pro-immigration, patriotic.  
 
  
 
 
 
 
 
 
  
 
 
 
 
 
 
 
 
 
 
 
 
